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Abstract 
This study examined the impact of moral norms, self-identity, and past behavior on intention to buy organic 
tomatoes and organic tomato sauce, using the theory of planned behavior (TPB). The questionnaire, which 
included measures of attitudes, subjective norm, perceived behavioral control, moral norms, past behavior, 
and self-identity was completed by approximately 500 people for each food. Multiple regressions showed 
that for both foods, moral norms and self-identity added significantly to the prediction of intention over and 
above the other variables, even when the effect of past behavior was included. There was some evidence of 
past behavior moderating the self-identity/intention relationship for processed organic tomato sauce, but 
not for fresh organic tomatoes. Implications of the findings are discussed. 
 
Introduction 
Global sales of organic food and drink have been increasing by over $5 billion US per year, reaching $46 
billion US in 2007 (Organic Monitor, 2009). The public's choices have been measured by various researchers, 
who have looked at the trends of consumers and have found food safety, health, quality, and environmental 
issues as the most important motives for organic food purchases (Browne, Harris, Hofny-Collins, Pasiecznik, 
& Wallace, 2000; Fotopoulos & Krystallis, 2002; Roddy, Cowan & Hutchinson, 1994; Shepherd, Magnusson, & 
Sjoden, 2005; Tregear, Dent, & McGregor, 1994). However, few studies have focused on the mechanisms 
underlying people's decision-making processes in relation to fresh, as well as processed organic foods 
(Arvola et al., 2008). Using the theory of planned behavior (TPB; Ajzen, 1991) as a framework, the present 
paper reports how people's moral norms, self-identity, and past behavior influence their intentions to buy 
fresh and processed organic foods. 
The TPB is one of the most common theoretical frameworks applied to the prediction and understanding of 
human behavior (Ajzen, 1991). The TPB argues that behavior (e.g., choice of a food) is predicted by 
intentions and perceptions of control over the behavior. Behavioral intentions are predicted by attitudes, 
perceived social pressure (subjective norms), and how much control the person feels he or she has over that 
behavior. The TPB has been successfully applied in consumer research, including studies on choice of foods 
(Armitage & Conner, 2001; Shepherd & Raats, 1995; Sparks, Hedderley, & Shepherd, 1992; Sparks & 
Shepherd, 1992). 
Research has suggested that a measure of perceived moral obligation could also be a useful part of the TPB 
model (Gorsuch & Ortberg, 1983). The effects of perceived moral obligation have been studied in the 
context of food consumption of genetically engineered food (Sparks & Shepherd, 2002; Sparks, Shepherd, 
Wieringa, & Zimmermanns, 1995), organic foods (Arvola et al., 2008; Dean, Raats, & Shepherd, 2008), and 
milk consumption (Raats, Shepherd, & Sparks, 1995). In these cases, moral obligation significantly improved 
the model's predictive power for intention. 
The role of past behavior in the TPB has been researched in various studies (for a review, see Eagly & 
Chaiken, 1993). While Ajzen (1991) claimed that in the TPB, past behavior influences intentions and future 
behavior through TPB variables, several studies have found independent effects of past behavior in the TPB 
(for a review, see Conner & Armitage, 1998). Conner and McMillan (1999) argued that the addition of past 
behavior to the TPB is justified from a behaviorist perspective, where behavior is seen to be influenced by 
habit, a factor that is not captured by the concepts in the TPB. They argued that this is because repeated 
performance of a particular behavior transfers it from the influence of conscious processes, described in the 
TPB, to automatic processes that occur in the presence of specific cues. 
Self-identity as an additional predictor in the TPB has been suggested by identity theorists and has been 
empirically tested by researchers. Self-identity refers to salient and enduring aspects of one's self-perception 
(e.g., “I think of myself as a green consumer”; Sparks, 2000). The connection between self-identity and 
behavioral intentions is based on identity theory (Stryker, 1968, 1980, 1987), where self is envisaged as a 
social construct in which a distinctive self-component represents each of the roles we occupy in different 
social settings. Here, the role is seen as a set of expectations as to what constitutes role-appropriate 
behavior (Simon, 1992), and engaging in role-congruent behavior is said to validate a person's status as a 
role member (Callero, 1985). Hence, role identities imply a number of behavioral intentions that should be 
enacted, although the two constructs (self-identity and behavioral intention) may be viewed as conceptually 
distinctive. 
The contribution of self-identity to the prediction of behavioral intention in the TPB has been claimed and 
illustrated empirically in many studies (for a review, see Rise, Sheeran, & Hukkelberg, 2010). Biddle, Bank, 
and Slavings (1987) showed that self-referent identity labeling had an effect on behavior, independent of the 
effect of individual preferences. Rise et al. conducted a meta-analysis of the role of self-identity in the TPB. 
They showed that self-identity has a strong correlation with behavioral intention (according to Cohen's, 
1992, evaluation criteria) across a wide range of different areas, including health behavior (Sparks & Guthrie, 
1998), consumer behavior (Hildonen, 2001), contraceptive behavior (Fekadu & Kraft, 2001), altruistic 
behavior (Charng, Piliavin, & Callero, 1988; Rapaport & Orbell, 2000), and environmental behavior (Sparks & 
Shepherd, 1992; Terry, Hogg, & Duck, 1999). Further, multiple regression analyses showed that self-identity 
enhanced the prediction of behavioral intention after components of the TPB and past behavior were taken 
into account. Rise et al. found that self-identity accounted for a 9% increase in the variance of intention 
above that afforded by attitude, subjective norm, perceived behavioral control, and past behavior. 
Sparks and Guthrie (1998) spoke of concern in some research quarters that a measure of identity may be 
considered to be synonymous with a measure of past behavior, with people inferring their self-identities 
through the examination of their past behavior. However, many studies have found that self-identity 
independently predicts intention, even after accounting for past behavior. For example, Charng et al. (1988) 
found that repeated behavior influences a person's self-concept. They showed that role identity as a blood 
donor increased the frequency of blood donation. Granberg and Holmberg (1990), looking at voting 
intention, found that both self-identity and prior behavior had independent effects. 
Sparks and Shepherd (1992) found that participants who thought of themselves as green consumers (i.e., 
green identity) had strong intentions to consume organic vegetables, and their self-identities added 
significantly to the prediction of intention over and above the other TPB variables. Further, Sparks et al. 
(1995) reported that self-identity had an independent predictive effect on intentions in relation to five 
dietary changes associated with reducing the amount of fat in the diet. Conner, Warren, Close, and Sparks 
(1999) showed that self-identity and past behavior considerably improved the prediction of intention over 
and above that provided by the TPB variables. Thus, self-identity has been shown in many studies to be a 
useful addition to the TPB variables in predicting different dietary behaviors. 
Sparks and Shepherd (1992) suggested that one of the reasons self-identity predicts intention may be a 
result of attitude measures used in studies not tapping into the moral dimension of certain behaviors. By 
including a measure of moral norms and thus accounting for the moral dimension of performing the 
behavior, the present study examines the proposed independent effects of self-identity on intention over 
and above moral norms and past behavior. 
In addition to showing an independent effect of self-identity and past behavior on intention, several authors 
have also examined the moderating effect of past behavior on the link between self-identity and intention. 
Charng et al. (1988) found past behavior to have a positive moderating effect; that is, those who performed 
the behavior more frequently showed a higher correspondence between self-identity and intention. 
However, Conner and McMillan (1999) and Fekadu and Kraft (2001) showed the opposite effect, with those 
who performed the behavior less frequently having a stronger self-identity/intention relationship. 
In addition, Terry et al. (1999) showed that self-identity has an indirect relationship with behavior through 
behavioral intention, independent of the number of times the behavior has been performed in the past. 
They found that those who regarded the role of recycling as an important component of their self-identities 
were more motivated to recycle than were those who did not, with no moderating effect. Also, Åstrøm and 
Rise (2001) found that role identity was significantly positively and equally strongly related to behavioral 
intention when past behavior was low, medium, and high. They argued that participants' “self-perception as 
a healthy consumer impacts directly on the formation of intentions to eat healthily, independent of attitude 
and past behavior” (p. 233). Thus, as no moderating effect of past behavior was found on the relationship 
between self-identity and intention, they argued that there is no evidence to suggest that self-identities 
exert their strongest influence among those who have performed role-relevant behavior for some time. 
Therefore, as research on the moderating effect of past behavior on self-identity and intention seems to be 
mixed, it could be argued that the interaction of past behavior and self-identity may be behavior-dependent, 
and while past behaviors may moderate the self-identity/intention relationship for some behaviors, it may 
not hold for all behaviors. In addition, the direction of the interaction seems to vary such that for some 
behaviors, the self-identity/intention link increases with increased frequency of behavior; while for others, 
the opposite is true. 
Rise et al. (2010) argued that the deciding factor may have something to do with the amount of opportunity 
one has to behave in the desired manner. They proposed that for low-opportunity behaviors, those that are 
performed infrequently (e.g., blood donation), self-identity would be a strong predictor of intention, such 
that there will be a positive interaction effect of self-identity and past behavior on intention, as observed in 
Charng et al.'s (1988) study. However, for high-opportunity behaviors (e.g., eating a healthy diet, regular 
exercise, recycling), the interaction effect would be negative or nonexistent, as demonstrated in the studies 
of Conner and McMillan (1999), Terry et al. (1999), and Åstrøm and Rise (2001). It could be argued that 
when opportunities are low, it is the identity as a “blood donor” or “environmentalist” that keeps the 
intention to engage in the behavior active; and when the opportunity to behave in the appropriate manner 
is higher, then the role of identification is not as important. The present study investigates the moderating 
effect of past behavior on the self-identity/intention relationship. As buying organic food is a high-
opportunity behavior, we expect either a negative interaction effect or no effect. 
In summary, the trend toward increased consumption of organic foods can be linked to health, taste, and 
nutrition, as well as broader concerns with environmental issues. The increasing demand for 
environmentally friendly food products has resulted in production and marketing, not only of fresh organic 
foods, but also of processed organic foods. Thus, we propose the following: 
Hypothesis 1a. For fresh organic food products, intention to buy will be predicted by attitudes, subjective 
norm, and perceived behavioral control. 
Hypothesis 1b. For processed organic food products, intention to buy will be predicted by attitudes, 
subjective norm, and perceived behavioral control. 
In examining the relationship between measures of self-identification with “green” issues and the structure 
of the TPB, the present study also investigates the independent effect of self-identity in the prediction of 
behavioral intention over and above that of the standard TPB variables, along with moral norms and past 
behavior. Thus, we propose the following: 
Hypothesis 2a. For fresh organic food products, self-identity will make a unique contribution to the 
prediction of intention over and above theory of planned behavior variables, moral norms, and past 
behavior. 
Hypothesis 2b. For processed organic food products, self-identity will make a unique contribution to the 
prediction of intention over and above theory of planned behavior variables, moral norms, and past 
behavior. 
In addition, the present study investigates whether or not past behavior has a moderating effect on the 
relationship between self-identity and intention to buy fresh and processed organic foods. We propose the 
following: 
Hypothesis 3a. For fresh organic food products, past behavior will have a negative effect on the self-
identity/intention link such that when past behavior is low, self-identity will positively influence intention to 
buy; whereas when past behavior is high, self-identity will play a minor role in influencing buying intention. 
Hypothesis 3b. For processed organic food products, past behavior will have a negative effect on the self-
identity/intention link such that when past behavior is low, self-identity will positively influence intention to 
buy; whereas when past behavior is high, self-identity will play a minor role in influencing buying intention. 
This is part of a larger study that was conducted to understand the processes involved in consumer decision 
making on the purchase and consumption of processed and fresh organic foods, and to model consumer 
choice of organic foods based on attitudes, values, and affective and moral concerns over eight European 
Union member states. This paper reports the results of the UK data that were part of a study conducted in 
Italy, Finland, Germany, Denmark, Greece, Spain, Sweden, and the UK. Organic tomato was chosen as an 
example of a fresh product, and organic pasta sauce was chosen as a processed convenience food. 
 
Method 
Respondents 
Members of the public (118 men, 381 women) completed the questionnaires in exchange for payment 
(£10.00 or approx. $16.00 US). To ensure sufficient variation across the components to be analyzed, the 
participants were selected using random sampling by a marketing company. All of the respondents were at 
least partially responsible for the family's grocery shopping, ate tomatoes at least twice a year, and were 
over 18 years of age. Further, at least 30% of respondents used organic food weekly, and there was roughly 
the same percentage of respondents in each of the age groups (i.e., 18–30 years; 31–45 years; 46–65 years). 
Of the sample, 499 participants answered questions relating to organic fresh tomatoes, while the remaining 
501 participants answered questions relating to organic tomato sauce. The participants were randomly 
assigned to the two groups. 
 
Materials and Procedure 
The questionnaire consisted of the following measures for the two types of organic products. The examples 
of the items provided here represent the common structure of questions for both products. The items were 
rated on a 7-point scale, unless otherwise indicated. The response options are indicated in parentheses, as 
are the scale values where relevant. 
Attitudes. We measured attitudes with four semantic-differential scales that were validated in a previous 
study (Arvola et al., 2008). The items are “Buying organic fresh tomatoes instead of conventional ones would 
make me feel . . . ,” which was rated from 1 (bad) to 7 (good), and from 1 (displeased) to 7 (pleased); and “I 
think that buying organic fresh tomatoes instead of conventional ones is . . . ,” which was rated from 1 
(harmful) to 7 (beneficial), and from 1 (foolish) to 7 (wise). The responses were averaged, resulting in 
Cronbach's alphas of .88 and .86, respectively. 
Perceived behavioral control (PBC). PBC was measured with four items. The difficulty items are “For me, 
buying organic fresh tomatoes instead of conventional ones is . . . ,” which was rated on a scale ranging from 
1 (easy) to 7 (difficult); and “Buying organic fresh tomatoes would require extra effort,” which was rated on 
a scale ranging from 1 (strongly disagree) to 7 (strongly agree). The availability item is “Organic fresh 
tomatoes are generally available in the shops where I usually purchase foods,” and was rated on a scale 
ranging from 1 (strongly disagree) to 7 (strongly agree). Finally, the control item is “If I wanted to, it would 
be possible for me to buy organic fresh tomatoes instead of conventional fresh tomatoes,” which was rated 
on a scale ranging from 1 (strongly disagree) to 7 (strongly agree; Sparks, Guthrie, & Shepherd, 1997). The 
items were averaged, resulting in alphas of .79 and .78, respectively (i.e., subjective norm scales for fresh 
and processed). 
Subjective norm. Subjective norm was assessed with two items that were validated in a previous study 
(Arvola et al., 2008). The first item is “Most people who are important to me would think that I 
should/should not buy organic fresh tomatoes instead of conventional ones.” The item was rated on a scale 
ranging from 1 (should not) to 7 (should). The second item is “Most people who I value would buy organic 
fresh tomatoes instead of conventional ones,” which was rated on a scale ranging from 1 (strongly disagree) 
to 7 (strongly agree). The two items were combined and averaged (rs = .58 and .52). 
Moral norm. Moral norm was measured with three items that were rated on a 7-point scale ranging from 1 
(strongly disagree) to 7 (strongly agree). These items, too, were elicited and validated in a previous study 
(Arvola et al., 2008). The items are “Buying organic fresh tomatoes instead of conventional ones would . . . ,” 
(a) “feel like making a personal contribution to something better”; (b) “feel like doing the morally right 
thing”; and (c) “make me feel like a better person.” The items were combined and averaged (αs = .75 and 
.75). 
Self-identity (i.e., “green” identity). Self-identity was measured with two items that were rated on a scale 
ranging from 1 (strongly disagree) to 7 (strongly agree). The items are “I think of myself as a green 
consumer,” and “I think of myself as someone who is concerned with green issues” (Sparks & Shepherd, 
1992). The items were combined and averaged (rs = .83 and .83). 
Purchase intention. Purchase intention was measured with two items and took the following form: The 
participants responded to the item “I intend to buy organic fresh tomatoes instead of conventional ones in 
the near future,” rating it on a scale ranging from 1 (definitely do not) to 7 (definitely do). This was followed 
by the item “I will buy organic fresh tomatoes instead of conventional ones in the near future,” which was 
rated on a scale ranging from 1 (extremely unlikely) to 7 (extremely likely). The items were combined and 
averaged (rs = .78 and .81). 
Past behavior. We measured past behavior with one item: “How often in the last 10 times you bought 
tomatoes were [they] organic ones?” The item was rated on a 5-point scale ranging from 1 (never) to 5 
(always). The questionnaire also included a set of demographic and shopping-behavior questions. 
 
Results 
Demographics 
Of the participants, 118 were male and 381 were female. With regard to purchasing organic food, 31% of the 
sample reported buying organic food a couple times a month or more, whereas 30% buy organic food 
occasionally, and 39% rarely or never buy any organic food. 
 
Predicting Intention From the TPB, Moral Norms and Self-Identity 
The TPB variables were formed by averaging the relevant items (see Table 1 for the means, standard 
deviations, and correlations). The results of regression of intentions onto the TPB variables, additional 
variables, and the interaction term are shown in Tables 2 and 3. Attitude, PBC, and subjective norm were 
entered first and explained 65% of the variance in intention to buy fresh organic tomatoes, F(3, 484) = 
298.18, p < .001. 
In terms of relative contribution, subjective norm (β = .42, p < .001) and attitude toward fresh organic 
tomatoes (β = .41, p < .001) turned out to be strong predictors of intention, followed by PBC (β = .08, p < 
.01). Higher level of subjective norm and more positive attitude toward fresh organic tomatoes were 
associated with intending to buy organic tomatoes more frequently. In addition, those who perceived more 
behavioral control over buying organic tomatoes intended to buy fresh organic tomatoes more frequently. 
Thus, Hypothesis 1a was supported. 
In order to analyze whether the measure of moral norm is able to improve prediction over and above the 
basic TPB variables, this was entered in the next step. Moral norm significantly increased the explained 
variance of behavioral intention (R2Δ = 1.5%), Fchange(1, 483) = 20.86, p < .001; and had a positive beta 
weight in the equation (β = .22, p < .001). Thus, higher levels of moral norm were associated with intending 
to buy organic tomatoes more frequently. 
Then, we entered the measure of past behavior into the regression equation. This also explained significant 
additional portions of the variance in intentions (R2Δ = 3.5%), Fchange(1, 482) = 55.67, p < .001; and had a 
significant positive beta weight in the equation (β = .23, p < .001). Higher levels of organic fresh tomato 
buying in the past were related to higher levels of intending to buy in the future. 
In the next step of the regression, we added self-identity to the equation. This again significantly increased 
the amount of variance in intentions explained (R2Δ = 0.7%), Fchange(1, 481) = 10.71, p < .01; and had a 
significant positive beta weight in the regression equation (β = .11, p < .01). A stronger self-identity was 
associated with intending to buy organic fresh tomatoes more frequently. Thus, Hypothesis 2a was 
supported. 
In order to test the interactions, Green Identity × Past Behavior was entered in the next step. This interaction 
was not significant, Fchange(1, 480) = 3.22, ns. This suggests that people's past behavior and self-identity did 
not interact to influence future buying intentions. Therefore, Hypothesis 3a was not supported. 
The same procedure was repeated for participants' behavioral intention to purchase organic pasta sauce 
(see Table 3). Attitude, PBC, and subjective norm were entered first, and explained 63% of the variance in 
intention to buy organic pasta sauce, F(3, 480) = 254.87, p < .001. In terms of relative contribution, similar to 
organic fresh tomatoes, attitude toward organic pasta sauce (β = .44, p < .001), and subjective norm (β = .40, 
p < .001) turned out to be strong predictors of intention. PBC was not a significant predictor (β = .05, ns). A 
higher level of subjective norm and a more positive attitude toward organic tomato sauce were associated 
with intending to buy organic tomato sauce more frequently. Thus, Hypothesis 1b was partially supported. 
In order to analyze whether the measure of moral norm was able to improve the prediction over and above 
the basic TPB variables, this was entered in the next step. Moral norm significantly increased the explained 
variance of behavioral intention (R2Δ = 2.3%), Fchange(1, 479) = 29.90, p < .001; and had a significant 
positive beta weight in the equation (β = .26, p < .001). Thus, higher levels of moral norm were associated 
with intending to buy organic tomato sauce more frequently. 
When the measure of past behavior was entered into the regression equation, this also explained significant 
additional portions of the variance in intentions (R2Δ = 4.6%), Fchange(1, 478) = 69.16, p < .001; and had a 
significant positive beta weight in the equation (β = .23, p < .001). Higher levels of buying organic tomato 
sauce were related to higher levels of intending to buy in the future. 
In the next step of the regression, we added self-identity to the equation. This again significantly increased 
the amount of variance in intentions explained (R2Δ = 0.9%), Fchange(1, 477) = 13.20, p < .001; and had a 
significant positive beta weight in the regression equation (β = .12, p < .001). A stronger “green” identity was 
associated with intending to buy organic tomato sauce more frequently. Thus, Hypothesis 2b was supported. 
The interaction of Green Identity × Past Behavior was entered in the next step. This significantly increased 
the amount of variance explained in intentions for tomato sauce (R2Δ = 0.4%), Fchange(1, 476) = 6.38, p < 
.05.The interaction had a significant negative beta weight in the regression equation (β = −.32, p < .05). Thus, 
Hypothesis 3b was supported. 
The results suggest that in relation to buying organic tomato sauce, higher levels of past behavior were 
associated with a weaker relationship between “green” identity and intention. A graphical depiction of the 
interaction is shown in Figure 1. 
 
Discussion 
In the research reported in this paper, attitudes and subjective norm were good predictors of behavioral 
intentions to consume organic fresh and processed foods. However, perceived behavioral control showed an 
independent, predictive effect for fresh organic food, but not for processed organic food. The study also 
shows that moral norms, self-identity, and past behavior all independently contributed to the prediction of 
behavioral intention to buy both fresh and processed organic food, over and above the impact of the 
standard TPB constructs. Further, self-identity made a unique contribution to the prediction of intention 
over and above moral obligation and past behavior for both fresh and processed organic food. In addition, 
while there was no significant interaction between past behavior and self-identity for fresh organic foods, 
there was a significant contribution from the interaction of self-identity and past behavior for processed 
organic food, suggesting that for low levels of past behavior, self-identity has a stronger positive impact on 
intention to buy; whereas for high levels of past behavior, self-identity has little impact on intention. 
 
Theory of Planned Behavior Variables 
In the present study, 62% to 65% of the variance in intention to buy was explained by the TPB variables for 
both fresh and processed organic products. The results support the TPB, adding to a considerable body of 
literature already supporting this model (Ajzen, 1991; Armitage & Conner, 2001). For fresh tomatoes, 
intention was predicted by attitude, subjective norm, and perceived behavioral control. For tomato sauce, 
intention was predicted by attitude and subjective norm, but not by perceived behavioral control. 
The levels of prediction were similar to those reported in reviews of the literature (Armitage & Conner, 
2001). In both cases, subjective norm was a strong predictor of intentions. This is in line with previous 
research in this area (Armitage & Conner, 2001). However, although PBC was a predictor for the organic 
fresh product, it was not a predictor for the organic processed product. This was also found in a study by 
Dean et al. (2008), where PBC was found to be a predictor of buying fresh organic apples, but not of 
processed organic pizzas. The researchers argued that this may be a result of participants being unsure of 
the availability of the processed organic foods. In the present study, the rated availability (scale = 1 to 7) of 
organic fresh tomatoes (M = 5.59, SD = 1.56) and organic processed tomato sauces (M = 5.13, SD = 1.71) 
shows that participants did perceive organic fresh tomatoes to be more available than processed organic 
tomato sauce, t(997) = 4.44, p < .001. 
In addition, the items used to measure PBC may have had an effect on the results. The items used to 
measure PBC in this study are a mixture of global items (i.e., control, difficulty) and control beliefs (i.e., 
availability, effort), which may have undermined the relative influence of PBC (Trafimow, Sheeran, Conner, & 
Finlay, 2002). Further, while most of the measures used in the present study related to a preferred behavior 
(i.e., organic vs. traditional tomatoes), PBC items referred to a mixture of specific and preferred behavior. 
This incompatibility violates the principles of compatibility within the TPB (Ajzen, 1991), and may have had 
an effect on our findings and must be addressed in future studies. 
A similar argument on compatibility between items could be made with regard to the self-identity measure, 
since self-identity was not worded in a comparative sense (i.e., organic vs. conventional). However, in this 
case, the wording of identification as a “green” consumer is a more natural wording than an attempt to 
make a comparative statement. 
Comparing fresh with processed organic, we note that the regression models explained similar levels of 
variance in the purchase of both. This is in contrast to Dean et al.'s (2008) study, in which the difference 
between the amount of variance explained for fresh apples and processed pizzas was substantially different. 
The difference between the results of the two studies could be a result of participants having less experience 
with some processed organic products (e.g., pizzas), as compared to other products (e.g., tomato sauces). 
Alternatively, it could be that for some people, the amount of processing may make a difference as to how 
incongruent they feel organic foods are when considering processed foods on attributes such as natural and 
additive-free (Bredahl, 1999). It could be argued that organic pizza may be considered to be totally 
processed—thus, unnatural and full of chemicals—whereas tomato sauce that still needs cooking may be 
considered to be only partially processed, and so more compatible with being more natural with less 
additives. More research with different processed foods is needed before any definite conclusion may be 
reached. 
The present findings demonstrate that moral norm is an important variable in people's buying intentions for 
both fresh organic tomatoes and organic tomato sauce. The results of the study are in line with other studies 
that have shown an independent predictive effect of perceived moral obligation on behavioral intentions 
(Arvola et al., 2008; Beck & Ajzen, 1991; Dean et al., 2008; Gorsuch & Ortberg, 1983; Parker, Manstead, & 
Stradling, 1995; Pomazal & Jaccard, 1976; Schwartz & Tessler, 1972; Raats et al., 1995; Sparks & Shepherd, 
2002; Sparks et al., 1995). 
 
Self-Identity and Past Behavior 
Self-identity was found to have an independent effect on buying intention over and above that of the TPB 
variables, along with past behavior for both fresh and processed tomatoes. In this study, self-identity 
explained a further 0.7% to 0.9% of variance in buying intention over and above the other variables, 
including past behavior. Although this is much smaller than the amount found in other studies (for a review, 
see Rise et al., 2010), it confirms previous research findings that self-identity plays a predictive role in 
intention to buy organic foods. Also, the unique contribution of self-identity over and above moral norms 
disputes Sparks and Shepherd's (1992) reasoning that self-identity only plays a part when the moral 
dimension is not included. 
In addition, for processed organic tomato sauce, the regression analysis shows that self-identity and past 
behavior interacted such that when past behavior was low, those who saw themselves as “green” 
consumers intended to buy more in the future. However, as past behavior increased, their identities as 
“green” consumers did not have the same influence on intention. 
Also, for fresh organic products, there was no interaction, so past behavior and self-identity both 
independently influenced intention. Similarly, an absence of interaction was noted in studies by Terry et al. 
(1999) and Åstrøm and Rise (2001). Findings similar to those observed for processed foods were reported by 
Fekadu and Kraft (2001), in relation to condom use; and Conner and McMillan (1999), in relation to cannabis 
use. This suggests that when past behavior is low, those who strongly identify as “green” consumers intend 
to buy in the future; whereas when past buying behavior is high, intention is not influenced by identification. 
The lack of an interaction of past behavior and self-identity for fresh organic foods and a possible negative 
effect for processed organic foods is in line with Rise et al.'s (2010) assertions that for high-opportunity 
behaviors (e.g., buying organic food), past behavior either does not moderate self-identity or has a negative 
interactive effect. Thus, while there is strong evidence for independent effects of past behavior and self-
identity on intention, further research is needed in this area before any firm conclusions may be drawn 
regarding the moderator effects. 
Theoretically, the study suggests that self-identification influences intention to behave in a certain manner, 
such that if you see yourself as a “green” consumer, then you intend to behave like one, even if you have not 
behaved like one in the past. Further, it implies that self-identity is not the same as moral norms, as it is 
possible to think that buying organic is the morally right thing to do, but still not identify yourself as a 
“green” consumer. This suggests that moral norms may play a part in why you identify with “green” 
consumerism, but identification is more than just moral norms. 
There are several implications from the present study for the marketing of organic foods. The first is that the 
consumption of processed organic foods is influenced by attitudes and subjective norm in the same way as 
for fresh organic foods. Thus, similar approaches to the marketing of fresh organic foods are likely to be 
successful with processed organic foods. It also points to the importance of moral norms and self-identity as 
additional influences for both types of foods. Emphasizing these types of factors, as well as more cognitive 
attitudes and social pressure, might be useful in trying to increase overall organic food consumption. 
Thus, we can conclude that moral norms and self-identity are useful additions to the theory of planned 
behavior model for explaining people's buying intentions—for fresh organic products as well as for 
processed organic products—as both add significantly to the prediction of intention. This implies that when 
individuals have a strong self-identity and strong moral norms, they intend to buy organic fresh products 
more frequently than when they do not have such strong identification or moral norms. In addition, we can 
conclude that while past behavior does not moderate the influence of self-identity on intention to buy fresh 
organic products, it does moderate the effect of self-identity on intention to buy processed organic foods. 
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Table 1. Means and Correlations Among Measured Variables and Descriptive Statistics Related to Organic 
Fresh Tomatoes and Organic Tomato Sauce 
Variable M SD 1 2 3 4 5 6 
1. Intention 
4.40 
(4.20) 
1.55 
(1.57) 
—      
2. Attitude 
5.10 
(4.90) 
1.11 
(1.10) 
0.74 
(0.71) 
—     
3. Subjective norm 
4.40 
(4.20) 
1.37 
(1.28) 
0.72 
(0.71) 
0.66 
(0.64) 
—    
4. Perceived 
behavioral control 
5.20 
(4.80) 
1.26 
(1.33) 
0.45 
(0.43) 
0.53 
(0.48) 
0.36 
(0.43) 
—   
5. Moral norm 
4.70 
(4.60) 
1.29 
(1.33) 
0.73 
(0.72) 
0.80 
(0.78) 
0.69 
(0.69) 
0.43 
(0.44) 
—  
6. Self-identity 
4.40 
(4.30) 
1.69 
(1.66) 
0.60 
(0.57) 
0.58 
(0.50) 
0.56 
(0.49) 
0.31 
(0.21) 
0.55 
(0.52) 
— 
7. Past behavior 
1.95 
(1.62) 
1.14 
(0.98) 
0.64 
(0.49) 
0.55 
(0.35) 
0.55 
(0.34) 
0.31 
(0.30) 
0.50 
(0.29) 
0.49 
(0.36) 
Note. Statistics relating to organic tomato sauce appear in parentheses. Organic tomatoes, N = 501; Organic 
tomato sauce, N = 499; except for past behavior (Ns = 488 and 484 for organic tomatoes and organic tomato 
sauce, respectively). All correlations significant at p < .001. 
  
Table 2. Multiple Hierarchical Regressions of Intention to Purchase Organic Fresh Tomatoes on Attitudes, 
Subjective Norms, Perceived Behavioral Control, Moral Norms, Past Behavior, and Self-Identity 
 B SE B β 
Step 1    
Attitude .57 .05 .41*** 
Perceived behavioral control .09 .04 .08* 
Subjective norm .49 .04 .42*** 
Step 2    
Attitude .39 .07 .29*** 
Perceived behavioral control .08 .04 .07* 
Subjective norm .41 .04 .36*** 
Moral norm .26 .06 .22*** 
Step 3    
Attitude .29 .06 .21*** 
Perceived behavioral control .08 .03 .07* 
Subjective norm .32 .04 .28*** 
Moral norm .26 .05 .21*** 
Past behaviour .32 .04 .23*** 
Step 4    
Attitude .26 .06 .18*** 
Perceived behavioral control .08 .03 .07* 
Subjective norm .30 .04 .26*** 
Moral norm .24 .05 .20*** 
Past behaviour .29 .04 .22*** 
Self-identity .10 .03 .11** 
Step 5    
Attitude .27 .07 .19*** 
Perceived behavioral control .08 .03 .07** 
Subjective norm .30 .04 .26*** 
Moral norm .24 .05 .20*** 
Past behaviour .51 .13 .37*** 
Self-identity .16 .05 .18** 
Self-Identity × Past Behavior −.04 .02 −.21 
Note. N = 488. R2 = .65. Step 2, ΔR2 = .02; Step 3, ΔR2 = .04; Step 4, ΔR2 = .01; Step 5, ΔR2 = .002. 
*p < .05. **p < .01. ***p < .001.  
Table 3. Multiple Hierarchical Regressions of Intentions to Purchase Organic Tomato Sauce on Attitudes, 
Subjective Norms, Perceived Behavioral Control, Moral Norm, and Self-Identity 
 B SE B β 
Step 1    
Attitude .62 .05 .44*** 
Perceived behavioral control .05 .04 .05 
Subjective norm .49 .05 .40*** 
Step 2    
Attitude .41 .07 .29*** 
Perceived behavioral control .04 .04 .03 
Subjective norm .39 .05 .32*** 
Moral norm .31 .06 .26*** 
Step 3    
Attitude .34 .06 .24** 
Perceived behavioral control .01 .03 .01 
Subjective norm .33 .05 .27*** 
Moral norm .33 .05 .28*** 
Past behavior .37 .05 .23*** 
Step 4    
Attitude .31 .06 .22*** 
Perceived behavioral control .01 .03 .01 
Subjective norm .31 .05 .25*** 
Moral norm .30 .05 .26*** 
Past behavior .33 .05 .21*** 
Self-identity .11 .03 .12*** 
Step 5    
Attitude .30 .06 .22*** 
Perceived behavioral control .02 .03 .02 
Subjective norm .31 .05 .26*** 
Moral norm .30 .05 .25*** 
Past behavior .74 .16 .46*** 
Self-identity .21 .05 .23*** 
Self-Identity × Past Behavior −.07 .03 −.31* 
Note. N = 484. R2 = .61. Step 2, ΔR2 = .02; Step 3, ΔR2 = .05; Step 4, ΔR2 = .01; Step 5, ΔR2 = .004. 
*p < .05. **p < .01. ***p < .001. 
  
Figure 1. Effect of self-identity on intention for low, medium, and high past behavior. 
 
